CD-ROM ' ;

[ ] E
P I erffer Essential resources for training and HR professionals INCLUDED .

|

| .]

James F. BO"I, EDITOR

STRATEGIES, SYSTEMS, AND PROGRAMS
CHALLENGES AND OPPORTUNITIES
FORCES AND TRENDS

LEARNING METHODS

o

Leadershi
Development




Copyright = 2007 by John Wiley &t Sons, Inc.

Putlished by Pfeiffer

An Imprint of Wilsy.

989 Market Strect, San Francisco, CA 84103-1741 www.pfeiffer.com

Except as specifically noted below, no part of this publication may be reproduced, stored in a retrieval
system, or transmitted in any form or by any means, electronic, mechanical, photocopying, recording, scan-
ning, or otherwise, except as permitted under Section 107 or 108 of the 1976 United States Copyright Act,
without either the prior written permission of the Publisher, or authorization through payment of the
appropriate per-copy fee to the Copyright Clearance Center, Inc,, 222 Rosewood Drive, Danvers, MA 01923,
978-750-8400, fax 978-646-8600, or on the web at www.copyright.com. Reqguests to the Publisher for per-
mission should be addressed to the Permissions Department, John Wiley & Sons, Inc., 111 River Street, Hobo-
ken. NJ 07030, phone 201-748-6011, fax 201-748-6008, or online at http./fwww.wiley.com/gofpermissions.

Limit of Liability/Disclaimer of Warranty: While the publisher and author have used their best efforts in
preparing this book, they make no representations or warranties with respect to the accuracy or complete-
ness of the contents of this book and specifically disclaim any implied warranties of merchantability or
fitness for a particular purpose. No warranty may be created or extended by sales representatives or writ-
ten sales materials. The advice and strategies contained herein may not be suitable for your situation.

You should consult with a professional where appropriate. Neither the publisher nor author shai! be liable
for any loss of profit or any other commercial damages, inciuding but not limited to special, incidental,
consequential, or other damages.

Readers shoutd be aware that Internet websites offered as citations andfor sources for further information
may have changed or disappeared between the time this was written and when it is read.

The articles from this book and the articles on the accompanying CD-ROM are designed for use in a group
setting and may be customized and reproduced for educational{training purposes. The reproducible pages
are designated by the appearance of the following copyright notice at the foot of each page:

H
' The 2007 Pfeiffer Annual: Leodership Development. Copyright © 2007 by John Wiley & Sons, inc.
Reproduced by permission of Pfeiffer, an Imprint of Wiley. www.pfeiffer.com

This notice may not be changed or defeted and it must appear on all reproductions as printed.

This free permission is restricted to limited customization of the CD-ROM materials for your organization
and the paper reproduction of the materials for educational{training events, It does not ailow for system-
atic or large-scale repraduction, distribution (more than 100 copics per page, per year), transmission,
electronic reproduction or inclusion in any puolications offered for sale or used for commercial purposes--
nore of which may be done without prior written permission of the Publisher,

For additional copies/bulk purchases of this book in the U.S. please contact 800-274-4434,

Pfeiffer books and products are available through most bookstores. To contact Pfeiffer directly call our
Customer Care Department within the U.5. at 800-274-4434, outside the U.S. at 317-572-3985, fax 317~
572-4002, or visit www.pfeiffer.com.

Pfeiffer also oualishes its books in a variety of electronic formats. Some content that appears in print may
nat be available in electronic books.

ISBN-10: 0-7873-8074-9
ISBN-13: 978-0-7879-8074-0
1SSN: 1046-333-X

Acquiring Editor: Martin Detahoussaye

Director of Developmiznt: Kathleen Dofan Davies
Developmental Editor: Maryanne Koschier

Production Editor: Dawn Kilgore

Editor: Rebecca Taff

Manufacturing Supervisor: Becky Carreio

Editorial Assistant: Julie Rodriguez

Composition and Technical Art: Leigh Mclellan Design

Printed in the United States of America

Printing 10 9 8 7 &6 5 4 3 2 1



Contents

Acknowledgments Xi
Introduction xiii
Section One: Forces and Trends in Leadership Development 1
Mapping the Future of Leadership Development 3
James F. Bolt
Section Two: Leadership Development
Strategies, Systems, and Programs 25
The UBS Leadership Institute: A Case Study in Strategic Alignment 27
Robert W. Mann
Linking Senior Leadership Development to the Mission of the U.S. Navy 41
Barry Frew
Success Begins with Senior Management:
Case Study of Innovative Leadership Development Design 55
Warren Wilhelm
Creating an Integrated Talent, Leadership, and Organization
Development System for Maximum Impact 63
Julie Staudenmier
Leadership Development as a Driver of Shareholder Value Creation 81
Raymond Vigil
Building Strategic Leadership Capabilities at Rexam PLC: A Case Study 91

Alice Heezen

vii



viii The 2007 Pfeiffer Annual: Leadership Devefopment

Section Three: Learning Methods 107
Leaders Teaching Leaders 109
Ashley Keith Yount
Level 4 Coaching; Everyone Has a Role 119
Marshall Goldsmith

Creating a Customer-Centric Culture:
“Walking a Mile in the Customer’s Shoes” at Texas Instruments 129
Dan Parisi and Jeff McCreary

Optimizing De\}elopmental Job Assignments 141
Betty Kovalcik
Lessons from the Battleground 155

~ Mark Whitmore and Harold W. Nelson

The Role of Peer-to-Peer Networks in Personal
and Professional Development 165
Michael Dulworth and Joseph A. Forcillo

Section Four: Special Challenges and Opportunities 179
Getting Management Buy-in | 181
Engaging the Board and Executive Team in Talent Development 183

Annmarie Neal and Eve Dreher

Gaining Management Buy-In: Responding to Unspoken Needs 193
Charles Presbury
Developing Global Leaders 201

Preparing Leaders for the New Competitive Landscape:
New Mindsets for New Games 203
Gordon Hewitt

Developing Global-Leaders:
The Critical Role of Dilemma Reconciliation 211
Fons Trompenaars and Peter Woolliams



The 2007 Ffeiffer Annual: Leadership Development ix

Identifying and Developh:rg High-Potentials 223
Evaluating Leadership Potential: A Practitioner’s Guide 225
Val Markos i

Identifying and Developing High-Potentials: An Executive Perspective 237
Nicole Drake )

On-Boarding, ROI, Learning from Experience, and Putting Learning to Work 253

Successful On-Boarding 255
William J. Morin

ROI Comes in Many Forms: Leadership Development

at Baker Hughes Incorporated 263
Barbara Reyna
Learning from Experience: Easier Said Than Done 271

Vijay Govindarajan and Chris Trimble

Put Learning to Work 281
Andrew McK. Jefferson

About the Editor 291
Contributors . 293
How to Use the CD-ROM 297

Pfeiffer Publications Guide 299



Creating a Customer-Centric Culture
“Walking-a Mile in the Customer's Shoes"

at Texas Instruments
Dan Parisi and Jeff McCreary

Summary

Texas Instruments (TI} used an innovative business simulation experience,
co-created with BTS USA, to transform TI's overly product-centric culture into
a more customer-centric culture. TI's senior vice president of worldwide sales
and marketing, Jeff McCreary, harnessed the power of experiential learning to
convert TI from an entrenched culture of technical arrogance to compelling
passion for the customer. This article gives two perspectives: the perspective
of the TI senior executive, Jeff McCreary, who led the change process, and the
perspective of the lead consultant, Dan Parisi, from BTS USA, who collabo-
rated with TI to create the simulation experience known as the “The Customer
Loyalty Boot Camp.” The article contains detail on the learning objectives and
simulation methodology that was used to engage and teach over two thou-
sand TI executives and managers. The article concludes with comments from
Jeff McCreary regarding the significant impact of the training experience on

TI culture and business results.

Introduction (The Ti/Jeff McCreary Perspective)

Imagine you are a senior sales executive at the world’s third-largest semiconductor
company. Your company creates and markets arguably the most complex products
on the planet—products that require a mind-boggling orchestration of the latest ad-
vances in sub-micron physics, electronics, chemistry, and engineering. Your workforce
is comprised of world-class engineers, physicists, mathematicians, and scientists, who
create highly differentiated products.
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Your company is also experiencing unprecedented revenue, margin, and stock
- price growth. Innovative products, growing margins, bigger employee bonuses—what
could be wrong with this picture? It turns out that a lot can be wrong, especially when
formerly loyal customers begin calling to tell you they are switching from your com-
pany to your nearest competitor’s.

By any benchmark, you know your product is great. Your technology is superior
to the competition. Why would customers leave?

On closer inspection of your financial data, you realize that market share trends
support the anecdotal information you are hearing from defecting customers. While
your revenues are increasing in your high-growth markets, market share is slipping
against your direct competition.

More of your best customers are consciously and systematically embracing your
competitor’s solutions. Why is this happening? ‘

You begin to drill beneath the surface. You dialogue with defecting customers. You
begin to hear things about your corporate culture you do not want to hear. Customers
tell you the following:

¢ Your culture has become overly product centric.
¢ Your people are too inwardly focused.
¢ Your workforce radiates a sense of technical arrogance.

¢ Your product ﬁas truly become king, and your customer service has slipped.

Sure, many of these characteristics are representative of your entire industry. How-
ever, it has become clear that you are among the worst of the offenders. You realize
you can’t fix this market share problem with a better product. This won’t be cured by
a better business model either. This is a culture problem. Do you take on the monu-
mental task of trying to change a deeply embedded corporate culture?

This is the exact situation I found myself in as the senior vice president of world-
wide sales and marketing at Texas Instruments at the close of 2000. The rest of this ar-
ticle is about how we used a dynamic business simulation training experience created
by BTS USA to kick off a broader corporate change process at Texas Instruments.

The Simulation

Texas Instruments (TI) co-created with BTS USA a dynamic simulation experience to
begin changing an overly product-centric corporate culture. The simulation experience,
called “The Customer Loyalty Boot Camp,” allows TI managers to “walk a mile in the
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customer’s shoes.” The simulation puts TI managers in charge of running a business
profiled to mirror some of their largest customers. Participants manage a digital con-
sumer electronics company whose success is deeply linked to the support from their
semiconductor solution providers.

While “walking in the customer’s shoes,” TI leaders begin their experience com-
mitted to purchasing semiconductors from a vaguely familiar sounding chip supplier,
“Terrific Instruments.” We éﬁeciﬁcally coached the BTS/“Terrific Instruments” facili-
tators to operate with many of the same overly product-centric traits of the real TI
(1ate delivery, technical arrogance, execution missteps, lack of responsiveness to cus-
tomer demands, and more).

The simulation experience is designed to have an emotional/visceral impact. It is
also designed to teach what we had identified as four key drivers of customer loyalty:

Execution: Must keep promises to customers

Knowledge: Must establish intimate knowledge of the customer’s
business (system and product specification knowledge are
not enough) '

Responsiveness:  Must consistently demonstrate responsiveness to cus-
tomers in order for them to feel valued and respected

Long-term view:  Must demonstrate a long-term view with customers

Further, it reinforced the essential requirement to have the customer’s perspective
at the core of our decision-making process.

Besides the customized, computer-based business simulation of the customer’s
business, the experience also includes human simulation (role playing), videotaped
customer interviews, mini-case studies that analyze how T1 missteps impacted its cus-
tomers’ business in the past, and Q&A/storytelling by senior TI executives.

Results

The simulation experience was designed to be the first step in our broader change pro-
cess, which included changing corporate metrics, structurally changing the sales or-
ganization, modifying/simplifying our key performance metrics with the sales force,
reinitiating a formal customer satisfaction measurement process, and making other es-
sential improvements. But, as in all change efforts, the first step (engaging hearts and
minds) is often the most important and the most difficult. This simulation experience
was initially delivered to three hundred of the most powerful leaders inside our com-
pany. After the first year, it was deployed more widely and has been delivered to over
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2,500 TI executives and managers in six countries. It has become clear that this simu-
lation experience has been integral in turning TI from a product-centric to a customer-
centric culture and has been a key element in turning around our decreasing market
share problem.

:Why Simulation? (The BTS/Dan Parisi Perspective)

In a presentation, Michael Schrage, MIT’s leading expert on the economics of inno-
vation and author of Serious Play: How the World's Best Companies Simulate to Innovate,
-stated that many corporate executives fall into a common communication trap. Many
of them implicitly believe in the following equation:

Change in Information = Change in Behavior

Schrage states that many executives think that a better-formulated strategy presen-
tation or more clearly articulated change initiative can begin to effect change. He says
that, regardless of message content, adults are resistant to change unless they have a
chance to “persuade themselves.” He also says the most effective way to drive behav-
ior change is through experiential learning. Therefore, he modifies the equation:

Change in Information + Simulation = Change in Behavior

The addition of “simulation” into the equation is critical, as it allows adults to ex-
perience key issues, challenges, and scenarios and persuade themselves as to why they
should change. Without the self-persuasion element, attempts to change behavior by
transferring new information can be empty intellectual exercises.

Senior TI executive Jeff McCreary knew that he would have to do more than just
“change information” to drive change at TI. In fact, he noticed that others in TI had
attempted to convince TI employees to change by using the following communica-
tion vehicles:

e A well-designed PowerPoint slide presentation, which clearly showed the
economic impact of TI's lack of customer-centricity. The slides even showed
how it would impact share price—and ultimately TI employee wallets.

e Videotaped interviews with Tl customers. These videos contained frank mes-
sages from TI customers exhorting Tl employees to improve execution.
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As well designed as these communication tools were, the messages” “bounced off”
the well-entrenched product-centric culture. People nodded in agreement with the
logic of the PowerPoint slides, but the messages did not seem to stick. A few days after
the “PowerPoint extravaganza,” people were not behaving differently. In response
to seemingly convincing customer videos (who can argue with “the voice of the cus-
tomer”?), some engineers were overheard saying, “Those customers just don’t under-
stand that we're on the léading edge of technology. They need our products, and they’ll
just have to put up with our problems.”

‘Clearly, the people designing these change messages were not giving TI employees
a chance to “persuade themselves.” Jeff knew TI employees with rigorous scientific back-
grounds were inherently skeptical. He knew that he could leverage the impact of his
message if he could take advantage of the fact that the TI culture was responsive to learn-
ing situations in which they could “tinker” with cause and effect, play out multivari-
ate scenarios, and assess quantitative impacts. He also knew he needed to create a
profound learning experience that would break down resistance and get into people’s
hearts and minds—an experience that impacted them both intellectually and emo-
tionally. Jeff also knew the participants would respond with serious effort and a real
commitment when placed in a competitive team environment. That is why he turned
to BTS USA to build a customized simulation experience. The resistant product and
engineering managers were now going to have a chance to “persuade themselves” to
change overly product-centric behaviors by “walking a mile in the customer’s shoes.”

The Customer Loyalty Simulation

Realism, Relevance, and Applicability to the Job

BTS began a three-month-long customization process in which the simulated cus-
tomer company, called Streavo, and the 2.5-day event would be created. The event
itself was called “The Customer Loyalty Boot Camp.” The simulated customer needed
to appear realistic enough to engage employees’ imagination, yet simple enough to
execute three years of running a simulated company over the 2.5-day training event.
By co-designing the simulation closely with TI engineering and marketing managers,
the products being simulated paralleled the products of many TI “real-life” customers.

e The simulated products are highly dependent on the “Terrific Instruments”
semiconductors inside the product.

¢ The simulated products are sold into very competitive markets, where time
to market, cost, and differentiation are critical.
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A case study (pre-work received one week before the event) was created that commu-
nicated to the twenty-five TI managers invited to each program what kind of company
they would be running during the simulation. They were told that they would be bro-
ken into five teams of five managers and that each team would be in competition
against the others. They were also told that they would be measured by which team
could build the most revenue and profit while running the customer’s business over the
simulated three years. '

Of course, there was a catch. To execute their strategies over the three simulated
years, their simulated company (Streavo) would be highly dependent on a sometimes
difficult semiconductor supplier named “Terrific Instruments.”

The Visceral Simulation Event

BTS uses a discovery learning process that has been refined over the last two decades.
While senior TI executive Jeff McCreary created the customer loyalty framework (exe-
cution, knowledge, responsiveness, long-term view), BTS provided the learning pro-
cess shown in Figure 1 (on page 136).

The following section briefly describes each of the key components of the learn-
ing process. )

The Customized Simulation Experience

The simulation was designed to create a high-pressure, competitive environment in
which teams never seem to have enough time or data. The TI managers are tasked with
running their customer’s complex product development process, including being re-
sponsible for the customer’s market launch dates, revenue/profit growth, and employee
satisfaction. Once the TI managers were in the simulated “customer cockpit,” they
needed to select various combinations of semiconductor speed, power, and function-
ality to drive their handset product. They also had to begin the “design in” process,
whereby they begin to allocate resources around embedding the semiconductor into
the guts of their wireless handset product. Critical interdependencies were simulated
~ between semiconductor and handset product image quality, feature richness, battery
life, and ease of use.

Fach simulated year lasts about 3.5 hours. About 2.5 hours into the first simulated
year, teams are asked to hit a “supplier commit” button in the simulation. This freezes
the contract between the simulated company and its suppliet’s (Terrific Instrumenits)
chip specs and puts the customer business (Streavo) at the “point of no return.” That
is, in the last hour of the simulated first year, you are totally dependent on the chip
supplier to deliver the cost, performance, and delivery date promised. Once “commit”
is pressed, you can only manage the non-product variables of the customer company.
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But there is a problem . . . and it begins with the product manager from Terrific In-
struments knocking on the first team’s breakout room door. The first of six consecu-
tive Terrific Instruments’ execution failure messages are delivered. The first one reads:

Dear Streavo Management Team:

Allow me to report.on the progress of the handset chip you ordered.

At Terrific Instruments we think we are . . . well . . . Terrific, but sometimes we
can also be a little late. The bad news is that the chip will be twenty-one days late.
The good news is that you might get it in roughly the quarter you expected it.

We think this is pretty good. It could have been much worse. Count your
blessings.

As you know, we work on the bleeding edge of technology and things like
this are bound to happen.

Regards,

Dee Lay
Terrific Manager

This seemingly minor delay is then input into the simulated company’s product
development parameters in real-time. Suddenly, the chip arriving twenty-one days
late prevents the managers from launching the product in time for the "back to
school” high-demand season. Streavo’s revenue forecast has to be adjusted down-
ward. With revenues off by 25 percent, gross margin has dropped to zero.

After the next few messages from Terrific Instruments (impacting promised chip cost,
quality, and performance), a perfectly optimized product development process is in tat-
ters. The managers are quickly running out of time to deal with the Terrific messages.
The managers running the simulated customer company demand a response from
Terrific Instruments. Their business has been materially impacted by Terrific’s execution
problems. They are going to be competitively disadvantaged in the market. They are
upset. They want answers. Message back from Terrific: “Sorry, we are too busy visiting
an important customer and can’t meet with your company today . . . maybe tomorrow.”
Yes, there is some hyperbole in the messages and the approach. However, it is so close
to what the participants have really seen happen in the past that the impact is enor-
mous. In every simulation we ran, you could find folks expressing the fact that these de-
lays and execution and communication failures were consistent with things TI had done
to customers in the past.

I have delivered this simulation over fifty times at T, and it never fails to have a
visceral/emotional impact on the TI managers running the simulated customer busi-
ness. The fact that Terrific Instruments lacked execution, lacked intimate knowledge

The 2007 Pfeiffer Annual: Leadership Development
Copyright © 2007 by John Wiley & Sons, Inc. Reproduced by permission of Pfeiffer, an Imprint of Witey, www.pfeiffer.com



136 The 2007 Pfeiffer Annual: Leadership Development
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Figure 1. The Tl Customer Loyalty Boot Camp

of its customer, was not responsive, and lacked a long-term view of this growing cus-
tomer’s business is an experiential learning “coup” around Jeff's four key customer
loyalty learning objectives. )

Instead of listening to a PowerPoint presentation on why customers defect, the TI
managers are “walking a mile in the customer’s shoes,” a painful mile they will not
soon forget. :

In year 2, the TI managers running the Streavo customer business are offered an
opportunity to switch away from Terrific Instruments to another supplier. They can
switch to Terrific’s simulated chip competitors who happen to resemble TI's real-life
arch-competition (with names changed to protect the innocent). All teams end up
switching to Terrific's competitors. A key learning point: the competitors don't nec-
essarily have superior technology, but they offer a superior customer experience. The
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TI managers running Streavo switch because the competitors offer better execution,
more intimate knowledge of their business, more responsiveness, and a longer-term
view. Besides the high irony of TI managers switching to simulated versions of their
own real-life competitors, Jeff’s customer loyalty learning objectives are once again
driven home.

The Know-How Sessions

As you have read above, it should be clear that the simulation provides a high-impact,
experiential, emotional learning experience. We knew we could reinforce the experi-
ential impact on skeptical, analytical TI managers with other methods as well, and
know-how sessions were one of those—the goal being that the cumulative effect of sev-
eral different learning methods would create an irrefutable impetus for change at TI.

The know-how sessions contain mini-case studies from specific TI examples,
which “dollarize” the impact of poor execution on Tl customers and on TI itself (lost
revenue/profit and reputation impact). The know-how sessions also contain video-
taped interviews with major customers. Interestingly, these were the same videos we
mentioned earlier—the videos that, when presented in isolation, were easy for engi-
neers to rationalize about or ignore.

For the know-how sessions, teams leave their breakout rooms (somewhat shell-
shocked from the simulation experience) and gather in a large conference room. The ex-
perience is debriefed. They are asked to explain how they feel (feelings are not commonly
discussed in a data-driven, engineering culture) about Terrific Instruments. They re-
sponded with descriptions like angry, betrayed, and eager to switch suppliers. They
described Terrific’s arrogance and product centricity and the fact that they lost trust in
Terrific as a supplier. They were shocked by Terrific’s lack of responsiveness.

Then we played the customer videos. The customers echo many of the same sentl-
ments, only this time they are talking about the real-life Texas Instruments. When the
stop button is hit on the video, you could hear a pin drop in the room. One manager
described “feeling it in his stomach.” Suddenly, the videos that were once ignored are
now hitting home emotionally and personally. Why? The answer is simple: prior to the
simulation the videos were only “change in information.” This time, we expanded
the equation to include “change in information + simulation”—we added the experi-
ential element that allowed managers to “persuade themselves.”

The final know-how session consists of a leadership panel -hosted by three senior
TI executives. We knew the subject matter of customer loyalty was equal parts art and
science. To discover the “art” of customer loyalty, we knew that executive “storytelling”
would be a powerful learning method. The three senior executives answered chal-
lenging questions from the audience and also shared their own compelling stories
about how they handled difficult customer loyalty tradeoffs over their careers.
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Feedback Session

For those managers in the room who love data and evidence, we turned to the highly
quantitative feedback sessions, which contain data generated from the annual simula-
tion results. The objective data is overwhelming: a chip company’s smallest execution
missteps can have enormous “domino effect” impacts on a customer’s business. Poor
execution by a chip supplier can hobble a large customer and put a small customer out
of business. And most importantly, now they know what it feels like to run a customer’s
business that is on the receiving end of this poor execution. The feedback session also
updates managers on the simulated competition, thus further engaging them in the
simulation process.

Application Session

On the last half-day of the 2.5-day experience, managers spend time dialoguing with
key leaders and committing to actions they will implement back on the job. Teams
take time to reflect on the learning and prepare presentations to the senior executives.
Executives question and clarify commitments during the final presentation. Plans are
taken back to the workplace and followed up on with nranagers in semi-annual re-
view meetings.

Lasting Impact

One of the most important impacts of the customer loyalty simulation experience
was that it created a milestone cultural event and a new language for over 2,500 man-
agers at TL.

At the end of the simulation experience, we give out baseball hats with “Terrific In-
struments” written across the front. We told TI managers that, if they ever witness other
TI employees acting overly product-centric, technically arrogant, or inwardly focused,
they should just place the hats on their heads and stand there quietly until others notice.
We heard from many managers that this simple action went a long way to getting the
message out. When managers who had attended the simulation experience saw another
manager place a hat on his head, they immediately “got the joke” and realized they were
slipping back into some old, bad habits. One senior executive went as far as giving his
most important customer the “Terrific Instruments” baseball hat with the following in-
struction: “If a TT employee is acting in an overly product-centric manner, please place
this hat on your head; the employee will immediately ‘get your point’ and correct the be-
havior.” The customer has used the hat several times—to great effect.
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In the end, the Customer Loyalty Boot Camp was the critical first step in a broad
TI change initiative, Jeff McCreary was able to capture the hearts and minds of thou-
sands of executives and managers. Since the Customer Loyalty Boot Camp started
rolling out in 2002, TI has seen improvements across the board, from market share
to improved execution. Most important, customers notice the difference, and loyalty
has increased. _

We know that it would be naive to credit only the Customer Loyalty Boot Camp,
but the fact is that, since initiation of this simulation experience, the company has had
four years of consecutive market share growth in its three most important and highly
targeted markets. Anecdotal evidence, once again collected in the form of videotaped
interviews with customers, also supports the perspective that Texas Instruments is mak-
ing clear and impressive progress in becoming more customer-focused. Combined
with the record profitability that TI has been delivering in recent quarters, it all adds
up to a vastly improved enterprise. '

Dan Parisi is a BTS USA partner and the general manager of BTS San Francisco. Throughout his ten-year ca-
reer at BIS, Mr. Parisi has pioneered the application of customized business simulations for leading Fortune
100 clients such as Hewlett Packard, Texas Instruments, Cisco, and others. He is passionate about maoking
business learning “come to life” through simulation and strives to moke learning business concepts fun, mem-
orable, strategically relevant, ond highly applicable to the job. Besides innovating how companies use busi-
ness simulations to develop leoders, Mr. Parisi spends much of his time as a senjor facilitator. He has led over
7,000 executives and managers through simulation experiences focused on aligning management teams to
corporate strategies and initiatives. He received his MBA in finance from New York University.

Jeff McCreary recently retired from Texas Instruments as a senior vice president and the worldwide sales and
morketing manager. He was responsible for Tl sales and account management, field technical support, ond
channel marketing strategies around the globe. A twenty-three-year Tler, Mr. McCreary was named a vice pres-
ident in 1995 and a senior vice president in 1998. He led the turnaround of TI's worldwide military semicon-
ductor business in the early 1990s, resulting in record sustoined profitability. He also managed Ti's highest
volume business, Advanced System Logic, ond held assignments in product development, sales monagement,
and technical sales. Prior to joining Texas Instruments, Mr. McCreary held engineering and strategic market-
ing positions within the Bell System. He earned a B.S. in electrical engineering from the Rose-Hulman Institute
of Technology and an honorary doctorate of engineering from the Institute as well. He currently serves on
the Rose-Hulman Board of Trustees and the Board of the Global Wireless Engineering Consortium (GWEC).
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